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    The following dissertation was carried out in the framework of the MSc program "E-business 
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ed by the COVID pandemic. Along with the supervising professor Dr. Konstantinos Assima-
kopoulos we created the research questions. The research was quite demanding, however with 
the valuable help of the supervisor I managed to complete it. 
I would like to thank my supervisor for all the guidance and support  he has given me all this 
time.Furthermore, I wish to thank all the individuals who participated in my research. Without 
their cooperation this research could not have taken place. Finally, I thank my parents and fami-
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This dissertation was written as part of the MSc in E-Business and Digital Marketing at 
the International Hellenic University.  
The emergence of the COVID-19  pandemic in late 2019 in China is a global challenge 
with incalculable consequences in social, economic and political terms. Many research-
ers have tried to interpret the consequences of this phenomenon and how it can affect 
various areas of human life. For many sectors of the economy, the dominant question is 
whether the outbreak of the virus can be turned into an opportunity. This research 
evaluates the effects on e-commerce and e-commerce and analyzes the theoretical 
background and previous research conducted so far. At the same time, reference is 
made to the events that have taken place so far, to the timeline of the outbreak of the 
virus and its effects on the e-commerce and e-transactions. The research focuses on 
Greece and the measures taken by the Government (Policy Responses, 2020) to deal 
with the first wave of the pandemic. The research is based on the extended version of 
the UTAUT model and explores the influence of factors such as familiarity with technol-
ogy and the social impact on consumers' intention to use e-commerce. 
    Research findings show that factors related to technology and social influence play a 
key role in consumer decision making. In addition, safety and expected performance are 
key variables. The research is conducted in the area of Thessaloniki, which limits its ge-
ographical scope, while the fact that it is conducted over a period of time makes it im-
possible to draw long-term conclusions. In conclusion, I would like to acknowledge the 
contribution of my supervisor, Assistant Professor at the International University of 
Greece, Dr. Asimakopoulos, as well as my family for the support during this whole peri-
od. 
 












An overview of the e-commerce sector in the COVID era 
 
     From the initial stages of the human race, transactions were considered  means of 
survival. Payment methods were one of the first problems that arose. Today, man has 
overcome these obstacles. Electronic transactions are taken for granted. In this re-
search, we will focus on online transactions as well as the role they play in times of cri-
sis. We will observe how a global health crisis such as the Coronavirus acts as a catalyst 
for the development of e-commerce. 
    It is a fact that the Coronavirus has caused violent changes in all aspects of human 
life. The trade and commerce part could not be an exception. It has pushed e-
commerce to a further expansion in new segments, new types of customers, as well as a 
large variety of products and services covering both the humans’ every day and luxury 
needs. Nowadays, customers have access to buy anything from the safety and conven-
ience of their home. The companies on the other hand, are allowed to operate normally 
despite the restrictions and the measures taken to counter the pandemic. The possibil-
ity of new waves of the pandemic has urged the companies to invest on digital trans-
formation and the creation of new digital channels. 
    It is also a fact that these developments have created new challenges for both con-
sumers and businesses. For consumers, the most important parameters have to do with 
the ease of access to new technologies, security of transactions, ensuring the privacy of 
personal data. In many parts of the world, governments are already making drastic 
changes to make it easier for people to access broadband Internet services and develop 
e-commerce skills. The big risk for businesses is the uncertainty that comes with the 
measures taken. That is why policies are needed to promote innovative business mod-
els. For small and medium-sized enterprises, another obstacle is competition with large 
companies, which have a much larger infrastructure, experience and expertise in the 
field of e-commerce. 
    It is also clear that the pandemic did not have the same effects in all areas of e-
commerce. For example, industries such as telecommunications, social media and mov-
ie and video streaming services have grown rapidly. According to a report from World 
Trade Organization (E-Commerce, Trade and the COVID-19 Pandemic Information 
Note1, 2020) 
 Facebook reported that its video and messaging services have increased more than 
50%. Spain’s Telefonica has recorder an increase of 50% on mobile data use.  On the 
other hand, tourism-related services such as hotel services, transportation and room 
rental services have fallen sharply. On March, almost 30% of US citizens had delayed or 
cancelled their vacations, whereas accommodation rental platform AirBNB has suffered 
a major decrease in its traffic. The pandemic has brought to the surface the need to 
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bridge the huge digital divide that currently exists between developed and developing 
countries. Thus, we need to emphasize on the need for continuous investment of coun-
tries in the fields of IT services and new technologies. In many cases, e-commerce has 
been used by states and governments as a means of tackling the virus. Measures such 
as increasing network capacity, reducing online transaction costs, and improving deliv-
ery and logistics services have been instrumental in managing the effects of the virus. 
Several governments have encouraged consumers to alternate their shopping patterns 
and use online purchasing methods. In many developed countries public sector services 
are operating through digital platforms, thus allowing citizens to avoid congestion and 
minimize the risk of getting infected. The pandemic has highlighted that e-commerce 
can be an important economic driver towards the new digital era. Businesses had to 
come up with new challenges such as teleworking and the increasing demand for digital 
services from the consumers. More and more consumers have chosen to do their shop-
ping online, rather than visiting a physical store. This resulted in the temporary closure 
of a large part of brick and mortar retail shops (E-Commerce in the Time of COVID-19, 
n.d.)  
    According to OECD’s elaboration based on data from the US Census Bureau, the Office for 
National Statistics in the United Kingdom and Eurostat (E-Commerce in the Time of COVID-19, 
n.d.), the data clearly show the increase in the use of e-commerce in the United Kingdom 
and the USA from the first quarter of 2020 onwards. The contrast between online sales 
and retail sales as a total is still apparent. The biggest difference is observed in April 
2020, where the retail trade as a whole has decreased -19% compared to the same pe-
riod of the previous year. This decline is due to the strict restrictions that have been ap-
plied and the universal lockdown that has been imposed in almost all countries. Thus, a 
large share of consumers seems to be turning to e-commerce, which is increasing + 
40%. In the following months, there is a gradual decline in the field of e-commerce, 
while at the same time retail seems to be reducing its losses. This is due to the gradual 
remission of the first wave of the pandemic, as well as the loosening of restrictive 
measures from the governments. 
    In many cases, however, e-commerce has to deal with the same obstacles that occur 
for brick and mortar stores. The restrictions implemented by the authorities regarding 
international means of transport (land, sea and air cargo) have largely affected 
transport and logistics services worldwide. Due to the lockdowns, the e-commerce sup-
ply chain has suffered major disruptions. The shutdown of manufacturing sector has 
resulted to decreased production and shortages in supply and labour. In addition, flight 
cancellations as well as strict capacity restrictions on the scheduled flights have led to 
increased shipping prices for cross-border transportations. As a result, the supply chain 
couldn’t keep in pace with the demand for products and services.  
     In the light of the pandemic, several issues arise regarding e-commerce and its im-
pact in worldwide economy. The purpose of this research paper is to provide an as-
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sessment for these issues and the impact of the Covid – 19 pandemic on the electronic 
transactions. The objectives of this research can be summarized as follows: 
- The study will focus on identifying the effects of COVID 19 on e-transactions in the ge-
ographical area of Thessaloniki, Greece. 
- Study whether social influence affects intention to use electronic transactions 
- To study the challenges that e-commerce businesses face, and the measures taken or 
needed to improve their position. 
- Study whether performance expectancy affects intention to use electronic transac-
tions 
- Study whether effort expectancy affects intention to use electronic transactions 
- Study whether innovativeness affects intention to use electronic transactions 
- What is the contribution of e-transactions during the pandemic 
- What safety measures are taken 
     In section 2 we attempt a review of the existing literature on this topic. Hasanat (Ha-
sanat et al., 2020) in his research on the effects of the pandemic on e-commerce, high-
lights the effects of markets' dependence on products made in China. This dependence 
in combination with the increased transport costs, creates conditions of restraint in the 
development of electronic transactions. In their research, Pandey and Parmar (Pandey 
& Parmar, 2019) analyze the factors that influence consumer behavior in online transac-
tions. They conclude that these factors vary in their origin (social, economic, epistemo-
logical, educational). Muhammad (Muhammad Kashif, 2020) in his research on the im-
pact on e-commerce concludes that consumer behavior is not affected, as 50% say they 
do not buy more products. 
   The aforementioned researches focus on the effects of coronavirus worldwide. Our 
research focuses on the data of Greece and especially in the metropolitan area of 
Thessaloniki. This chapter refers to the history of the health crisis in the region, the 
measures taken, as well as the current data on e-commerce. At the same time, refer-
ence is made to the analysis models of SSTs while the reasons for which the UTAUT 
model is chosen are explained. 
    Section 3 analyzes the methodology followed in the research. The research method-
ology is based on the questionnaire that has been created. The size of the questionnaire 
is 100 answers. Regarding the sampling method, the non random selection method was 
chosen. The sample consists of students and graduates of the department. The universi-
ty email addresses used by the students were used to distribute the questionnaire. Sec-
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tion 4 analyzes the results of the statistical analysis of the data obtained from the col-
lection of the questionnaires. The PSPP program is used to analyze the results. The 
analysis includes frequency tables and crosstabs analysis of the variables under consid-
eration. Section 5 refers to the conclusions drawn from the above analysis, the issues 
raised for discussion as well as the limitations that arose during the conduct of the re-
search. 
Literature review  
 
The timeline of the crisis and the measures taken 
 
    The first case of COVID – 19 patient was introduced in Greece in February 26. As of 
October 13, 2020 Greece reported 23,060 cases and 462 deaths, according to the Na-
tional Health Organization (Νέος κορωνοϊός Covid-19 - Οδηγίες, 2020). The first package 
of government measures was announced between of March (Policy Responses, 2020). 
These measures included: 
- Restrictions of movement across country regions and gathering in public places. 
A ban was announced for all  non essential movements. Movement was permit-
ted for a specific set of reasons, including moving to or from a workplace, visit a 
doctor, shopping food or medicine, moving for aid to an ill or disabled person, 
exercising individually or in pairs, walking with a pet or attending ceremonies. 
Citizens who were moving out of their home were required to carry ID or pass-
port, as well as a certification which justified their movement. This could be ei-
ther a pre-filled form of certification or a text message to 13033. 
- Travel and entry restrictions, especially from countries that were hard hit by the 
pandemic (e.g. Italy, China, UK, Spain). All flights to or from these countries were 
suspended. Furthermore, the land borders with neighboring countries (Turkey, 
Albania, North Macedonia) were also closed. All Greek citizens returning from 
abroad, were obliged to stay on a 14 day quarantine 
- Suspension of businesses and workplaces operations for two weeks. There was a 
nationwide lockdown for entertainment businesses such as cafes, restaurants, 
theatres, recreation places excluding super markets, pharmacies and delivery 
services that offer take away food. Also, many public services’ operations were 
carried online and private sector enterprises were encouraged to promote work-
ing from home for their employees. 
- Suspension of educational institutes operations. The institutes were obliged to 
continue their lectures and operations from distance mode. 





    The government has also launched economic measures to slowdown the effects of 
COVID – 19 on the economy. More specifically: 
- Suspension for four months of any tax and security obligation regarding busi-
nesses, that were obliged to cease their operations. Those businesses were only 
obliged not to dismiss any employee. 
- Implement a subsidy of 800E for employees and freelance professionals that 
were affected from the pandemic, as well as state coverage of all their insurance 
and health expenses.  
- A special leave of absence for parents with school age children. 
- Reduction of VAT tax from 24% to 6% for pharmaceutical products that were 
necessary to counter the pandemic (masks, antiseptic gels). 
- Inclusion of Greece into the emergency programme  launched by the European 
Central Bank. 
- The 3.5% primary surplus target for this fiscal year was revised 
 
On April 28 the government announced the gradual lifting of the limitations. The plan 
was separated into stages and milestone dates across May – June 2020 and it was con-
tinuously revised, based on the infection rate data of COVID – 19(Policy Responses, 
2020): 
 
First stage: effective between 4-10 May, this first stage included the freedom of move-
ment into the same regional unit, without having to send a text message or carrying a 
confirmation paper. Also some stores opened (bookstores, electrical equipment, hair-
dressers) but with very strong restrictions on their operations. Customers were only ac-
cepted via appointments, there was a maximum amount limit on capacity and the use 
of mask was mandatory for employees and customers. The use of face mask was man-
datory in all closed places. 
Second stage (11-18 May): It included the opening of all retail shops, with the exception 
of shopping malls, cafes and restaurants. Their opening was accompanied by the same 
restriction rules that were effective on the first stage. Also high school classes were re-
sumed and travel restrictions into the mainland were raised, with all the above hygiene 
restrictions applied. Churches were also allowed to operate for weddings and baptisms, 
being also subjected to maximum attendance restrictions. 
Third stage (25 May – 1 June): The rest of the retail shops were opened but with serious 
restrictions on their services. Customers were only allowed to seat outdoors, with a 




    Greece’s tourism industry has been highly impacted from the pandemic. In the fol-
lowing months, with the package of measures that were announced, the government 
tried to boost that sector. Restrictions for flights and international passengers were lift-
ed in mid-June (with the exception of Britain which followed one month later). Travelers 
coming from highly infected areas, were obliged to take a test and stay in quarantine for 
14 days. In an effort to contain the next wave of the pandemic, the government consid-
ered that a second total lockdown would be a disastrous decision for the economy. In 
that sense they decided to implement other types of measures such as: 
- Implement a maximum cap of 50 attendees in public events and ceremonies. 
There were local extends of this restriction that were shrinking the cap even 
more to 9 attendees. These restrictions were based on the high infection rate 
profile of these regions. 
- Maximum capacity of 60% in means of transport (public means, ferries, planes). 
This was later revised to 85% regarding ferries. The use of mask is obligatory as 
well as keeping distance. 
- Bars, cafés, restaurants and public places that were situated in highly infected 
areas were subjected to partial lockdowns  in nighttime hours. 
- Primary schools and nurseries were reopened in mid-September but with re-
strictions on maximum class capacity and obligatory use of mask. 
 
    In October 12 the government introduced a new type of categorization for risk cate-
gories (low, moderate, high and very high) which applied different rules for cafes, bars 
and restaurants regarding operation hours, capacity and seating. The list is constantly 




The effects of COVID-19 pandemic in Greek Economy 
 
    Nowadays, humanity faces an unprescedent multi –level danger. The combination of 
a health crisis, caused by the COVID-19 pandemic  as well as the looming economic ef-
fects of the pandemic lead to an unprescedent recession and businesses, along with so-
ciety, are facing an unknown situation. In the research of Grant Thornton Greece (A 
Study on the Effects of COVID 19 in Greek Businesses & the Economy, 2020) there is an 
effort to assess the primary effects of the pandemic and evaluate the measures taken 
by the government. The research outlines the industries affected by the pandemic, as-
sesses the impact of COVID 19 as an aggregate to the Greek economy and presents 
some estimations on key figures of businesses in the following months. The key high-




- The vast majority of Greek businesses were directly affected by the pandemic as 
a result of limitation or cease of their operations (almost 69% of the total turno-
ver of Greek businesses). 
- The total amount of businesses that ceased their operation due to the pandemic 
accounts on 11% of the total turnover. It is worth to mention that these busi-
nesses generate a total turnover of 32,9 billion Euros and employ almost 1,1 mil-
lion employees. 
- The Gross Domestic Product (GDP) will be decreased by 8,5%. The high impact of 
the pandemic in tourism-related categories such as transport and accommoda-
tion is a contributor to the decrease of GDP. 
- The following are some key estimations to be recorded in 2020. The sample in-
cludes 17,000 companies with a turnover of over 200,000 Euros: 
- Decrease in turnover by -12,4% 
- Decrease in operating profitability (EBITDA) by 39% 






           Source: Grant Thornton. (2020). a Study on the Effects of COVID-19. Grant 
Thornton. https://www.grant-thornton.gr/en/insights/article/survey-coronavirus-
greek-economy-en/ 
The table above shows the total turnover of the businesses that were directly affected 
by the pandemic. It includes businesses that: 
- Are either included in the state list for financial aid and weren’t obliged to cease 
their operations. 






Source: Grant Thornton. (2020). a Study on the Effects of COVID-19. Grant Thornton. 
https://www.grant-thornton.gr/en/insights/article/survey-coronavirus-greek-
economy-en/ 
In the above table we can see that the industries hardest affected were accommodation 
and catering services, education and entertainment. These businesses ceased their op-
erations completely. 
 
Source: Grant Thornton. (2020). a Study on the Effects of COVID-19. Grant Thornton. 
https://www.grant-thornton.gr/en/insights/article/survey-coronavirus-greek-economy-
en/. 
The above chart depicts the turnover and the number of employees being occupied in 
2019 by businesses that ceased their operations. It is worth to mention that according 
to ELSTAT data, only 1.6% of these businesses has the ability to conduct electronic 




Source: Greek Statistical Authority, G. (2020, April 16). Navigation. Retrieved October 
11, 2020, from 
https://www.statistics.gr/en/statistics?p_p_id=documents_WAR_publicationsportlet_I
NSTANCE_qDQ8fBKKo4lN 





Source: Grant Thornton. (2020). a Study on the Effects of COVID-19. Grant Thornton. 
https://www.grant-thornton.gr/en/insights/article/survey-coronavirus-greek-
economy-en/ 
              This chart shows us that tourism-related industries, such as Transportation, ac-
commodation and food & beverage are highly affected both in terms of turnover and 
added value.  On the contrary, retail – food, telecommunications and pharmaceuticals 
are less affected regarding their turnover and added value. Finally, the sectors of retail 
and wholesale are highly affected in terms of turnover but less affected in terms of 
added value. 
              The initial estimates about GDP indicate a recession of 8,5%. It is estimated that 
in 2021 the economic data will be on the level of 2017, having lost all the wealth gener-





Source: Grant Thornton. (2020). a Study on the Effects of COVID-19. Grant Thornton. 
https://www.grant-thornton.gr/en/insights/article/survey-coronavirus-greek-
economy-en/ 
     It is obvious that there are several parameters that are considered as crucial for the 
future of the Greek economy. Another aspect is that this is an ongoing crisis and we 
might haven’t yet seen it’s full consequences. Regardless of COVID – 19 it is crucial for 
the economy and businesses in particular to begin a transformational process  towards 
digitalization. 
    When the pandemic broke out, few businesses were able to deal with the crisis. They 
had to design mechanisms and processes for unforeseen situations, that have never ex-
isted before. Many businesses that had already invested in digital transformation and 
technological upgrades, managed to handle the crisis in successful manner. On the oth-
er hand, there were businesses that were totally unprepared to do so. For many sectors 
of the economy, the pandemic was the cause for a violent transition to the “digital age”. 
It was the time for many businesses to rethink and review their crisis management 
plans, by endorsing the appropriate provisions and moving to a new phase of opera-
tional structures. 
     In the post lockdown era businesses will need to adapt to new norms and require 
state support. The same applies for workers as well. Especially the weakest and those 
who were unable to work from distance. They should be supported with targeted 
measures and reskilling programmes. In the following chart we can see the number of 
employess occupied in businesses, that ceased their operations due to the pandemic 
effects. 
 





The case of Thessaloniki 
 
    Our research will be focused around the region of Thessaloniki, Central Macedonia. 
Thessaloniki is the second largest city in Greece and a major economical center (Munici-
palities and Prefectures, 2010). Almost two thirds of the cities labour force are occupied 
in service sector. According to Hatziprokopiou (Hatziprokopiou, 2006) of the labour 
force working in service sector, 13% is occupied in education and healthcare , 7.1% in 
real estate, 6.3% in transport/communications, 6.1% in the finance industry, 5.7% in 
public services and 5.4% in tourism sector. Thessaloniki was a heavy industrialized city 
until the 1990s. But over the last 30 years many businesses have benefited from the 
cheaper salaries and tax regulations that occur in other countries. Employment in Thes-








    The city’s port is one of the largest ports in Greece and serves as a gateway not only 
for Greece, but also for other neighboring countries of the Balkan Peninsula. Over the 
last years, the port has become a major point for cruising in the Mediterranean. Accord-
ing to the Commercial Chamber of Thessaloniki (Presentation of results Barometer 
March 2020, 2020) the GDP of Thessaloniki account almost 9.1% of the total GDP of 
Greece.  Approximately 20.000 firms are registered in TCCI  
 Thessaloniki is the base of three internationally recognized universities (Aristotle Uni-
versity, University of Macedonia and International Hellenic University) with over 
100.000 students. It is also the home to Alexandreion Technological Educational Insti-
tute and the Center for research and Technology Hellas. Moreover, each year the city 
hosts the International Trade Fair, one of the biggest trade fairs in Balkans with over 
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220.000 visitors each year (T.I.E.C.C. | HELEXPO, n.d.). In 2020, the TIF was cancelled 
due to the restriction measures announced from the government. It was the first time 
since WWII that the fair was cancelled. It is estimated that the total loss will reach 150 
million dollars (Canceled Thessaloniki Trade Fair Will Cost Local Economy an Estimated 
€150 Million | Business | Ekathimerini.Com, n.d.). These include accommodation costs 
and other earnings such as logistics, retail, services etc.  





   The above chart shows the GDP of Thessaloniki in comparison with Athens and the 
rest of Greece. 
The coronavirus crisis has played a key role in the course of retail trade in Thessaloniki, 
as well as the shift of consumers in the means of payment they choose for their transac-
tions. These effects are recorded and analyzed by a research of the Thessaloniki Cham-
ber of Commerce. (Καταγραφή προβλημάτων Κορωνοϊού, 2020) The survey was con-
ducted between 18-22/5 through the method of online questionnaire. Most of the 
businesses that responded are operating in retail sector (58%) and services (37%). Most 
of the respondents (68%) were small businesses which occupied 1-5 employees. The 
average operating time of these companies is sixteen years. The highlights of this survey 
are: 
 
- The vast majority of participants (90%) responded that their business has been 
affected more or less by the pandemic crisis. 
- 95% answered that their turnover has decreased after the first lockdown. They 
estimate that turnover decreased by an average of 74%. 
- In the period before the pandemic, 89% of turnover was related to sales within 
Greece (wholesale and retail). Only 11% concerned sales outside Greece. 
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- Nearly 53% believe that their business will be able to return to a normal level of 
operation in a period of 6 months to one year. 
- 62% of the participants consider that the procedures that must be followed to 
join the state support measures are quite to very complex. On the other side, 
there is a 21% who think that the processes aren’t complexed at all. 
- 66% think they are well informed about the steps they need to take to join gov-
ernment support measures. 
- It is quite important to mention that 76% of these businesses do not make 
online sales. Only 19% of the respondents claimed that they were making online 
sales before the pandemic. 
- Regarding the impact of the pandemic, the percentages of the answers are 
equal. a 33% recorded a small or large increase in its sales. 33% reported that 
there was no positive or negative effect, while 31% reported that there was no 
negative effect.  
- The respondends seem to believe that the most important measures are the 
25% reduction of social securities obligation, suspension of tax and bank loan 
obligations. 
- Regarding the judgement of the measures taken by the state, there is a discord. 
43% consider them insufficient, while 38% consider them to be satisfactory. 
- In general, 66% believe that the overall market and economy restart plan is mov-
ing in a positive direction, while only 21% believe the opposite. 
- 94% of their turnover (before the crisis) was related to contract sales. Only 6% 
were related to online sales. 
- Regarding the companies that make online sales, 49% consider that their turno-
ver has increased between 1-10% and 25% consider that it has increased from 
11-20%. 
- As for liquidity issues 74% say they did not have a liquidity problem before the 
crisis, while 26% say the opposite. In the pandemic era 85% responds that they 
do have a liquidity problem, whereas only 15% claims the opposite. 
- 47% say they have developed a plan to deal with the situation, while 45% say 
they have not drawn up such a plan. 
- For companies that have developed a plan, the most popular options are the de-
velopment of alternative sales channels (online, telephone, etc.) with 33%, the 
cease of operations of the company with 29%, the leaves of absence for the staff 
with 27%, the distance working by 25%, the reduction of staff and orders. 
 
An Overview of the literature review 
 
    The covid pandemic is a current pandemic that first appeared in the city of Wuhan in 
China in December 2019. The virus is transmitted through humans through droplets, 
while the side effects it can cause include pneumonia and acute respiratory distress 
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syndrome. Scientists are conducting research to fight the virus, but so far no vaccine or 
treatment has been discovered. Scientists recommend preventive measures and ob-
servance of hygiene rules, such as regular hand washing, keeping distance during social 
gatherings and the use of a surgical mask on the face for external movements. 
    Due to the fact that this is a current situation, the literature on the pandemic so far 
focuses on its effects on various aspects of the economic and social life of mankind. The 
following pages provide an overview of the research that has been published so far and 
their findings. Hasanat (Hasanat et al., 2020) highlights the very important role of China 
in the recent developments that have taken place. In recent decades, China has become 
a major player in world trade. This dominance is not only based on the final products, 
but also on the production and trade of raw materials with the country being a key 
manufacturing hub for many companies worldwide. Therefore, any negative event 
causes domino reactions in the supply chain
 
Source: Richter, Felix. “Infographic: China Is the World's Manufacturing Superpower.” 
Statista Infographics, 18 Feb. 2020, www.statista.com/chart/20858/top-10-countries-
by-share-of-global-manufacturing-output/.  
    Hasanat (Hasanat et al., 2020) bases his research on a conceptual framework that in-
cludes three variables. His research is geographically focused in Malaysia. The first vari-
able is covid 19. According to the researcher, it is considered an independent variable, 
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as its existence alone has caused a chain reaction in the global economy and has affect-
ed the standard of living of the population worldwide. The second variable, also inde-
pendent, is consumer behavior, as their behavior greatly affects the demand for prod-
ucts in e-commerce. The third variable is e-business. It is characterized as a dependent 
variable, given the fact that its rise or fall depends directly on the evolution of the pan-
demic and consumer preferences. The research concludes that since most products 
come from China and most businesses are closed due to restrictive measures, then it is 
impossible to import and export 
 
Source: (Hasanat,et al.,2020) 
    Nakhate and Jain's (S.B. Nakhate & Jain, 2020) research is in the same direction. The 
analysis of the research focuses on China's dominant role in the production and pro-
cessing of products, highlighting the dependence of other countries on the Chinese 
market in the commercial part. At the same time, the restrictions imposed on imports 
and exports are analyzed, as well as their effects on the upward trend of e-commerce. 
The study focuses on India and concludes that e-businesses have been severely affected 
by the pandemic. Pandey and Parmar (Pandey & Parmar, 2019) try to approach the is-
sue from the consumer's point of view and investigate what are the factors that posi-
tively or negatively affect consumers' intention to proceed with online shopping. It 
turns out that these factors vary and include demographic factors, social factors, con-
sumer online shopping experience, knowledge of using internet and computer, website 
design, social media, situational factors, facilitating conditions, product characteristics, 
sales promotional scheme, payment option, delivery of goods and after sales services. 
    Alber's research (Alber, 2020) focused on the effects of the pandemic on stock mar-
kets. He used statistics referring to new deaths, new cases, cumulative deaths and cu-
mulative cases from the six countries that were hardest hit by the pandemic (China, Ita-
ly, USA, Spain, France, Germany). He concluded that there is a greater correlation be-
tween stock market profits and covid cases than deaths. Elhrim & Elsayed (Elrhim & 
Elsayed, 2020) in their research try to investigate the effects of the pandemic on e-
commerce businesses. Specifically, they selected the top five companies in terms of 
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revenue and market value. These companies are American Amazon, Chinese Alibaba, 
Japanese Rakuten, German Zalando, United kingdom ASOS (Elrhim & Elsayed, 2020) 
     
The following table illustrates the market value and revenues of these companies 
 
Source: https://finance.yahoo.com/ 




The results showed that there is a significant impact on companies' profit shares. The 
first in rank, in terms of  affection is the variable of death, followed by the variable of 
cases. Equally important is the country in which each company is based and the phase 
in which each country is in terms of dealing with the pandemic. 
Critical evaluation 
 
     Most of the aforementioned studies focus on the economic impact of the pandemic 
on e-commerce. The research is based on data on the economic indicators of countries 
or individual companies operating in this sector, while concepts such as reliability, secu-
rity and ease of transactions are not considered as equally important. Furthermore, 
there is little reference to the consumers’ behavior part and how social factors might 
influence the customer’s decision to use e-commerce services. This research intends to 
cover these gaps and provide reliable answers to the following questions: 
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- What is the relation between social influence and the intention to use e-
transactions? 
- Is performance expectancy correlated with the intention of using e-transactions? 
- Does effort expectancy affects the intention to use e-transactions? 
- Is familiarity with technology correlated with the intention to use e-
transactions?  
     
Self Service Technologies models assessment 
 
    This report covers the impact of the coronavirus (COVID 19) on e-transactions and e-
commerce in the region of Thessaloniki. On the following pages we are going to assess 
the different models that are used to explain the adoption of SST (Self Service Technol-
ogies) as well as their interconnection with variables such as consumer characteristics 
and users’ usage. Furthermore, our review includes a detailed analysis on the pandem-
ics outburst and how it affected the regional e-transactions status, the measures taken 
by the authorities and the factors that are going to be influential for the future of e-
transactions. 
    Self-service technologies are a big part in today’s societies. In terms of transactions a 
customer is allowed to purchase a product or a service without any interaction with the 
service provider (Zeithaml et al., 2010), thus making the service faster and more accu-
rate. Some examples of SST that we meet in our daily routine are ATMs, ticketing kiosks, 
supermarket kiosks, self-service applications in gas stations/ restaurants etc. More and 
more businesses are introducing SSTs in their services aiming to increase their custom-
ers’ experience and reduce their costs. Previous research has shown that the successful 
implementation of SSTs is a combination of factors including functionality, security, 
convenience and design. This research focuses on four different models: the Technology 
Acceptance Model (TAM), the Theory of Planned Behavior, the Innovation Diffusion 
Theory (IDT) and the UTAUT model. 
    The implementation of these services has attracted attention of academics over the 
last years. The researchers are trying to investigate the interconnection of SSTs and 
many complex factors (technology-, social-, channel- and personal related factors) that 
might affect the decision making process. The study is being conducted in Greece and 
particularly in the region in Thessaloniki. Greece has undergone a serious financial crisis 
in the late 00’s which resulted in the imposition of capital controls in 2015. Until then, 
cash payments was traditionally the most popular means of payment. Since 2015 the 
use of digital payments has lifted off and the value of transactions had more than tri-




Technology Acceptance Model 
 TAM Background 
    The Technology Acceptance Model is a theory that illustrates how users adopt and 
use a technology (Venkatesh & Davis, 2000). In this model the crucial factors for the 
adoption of technology are Behavioral Intention and Attitude. The acceptance measures 
that influence the users’ decision on how and when are they going to use the technolo-
gy, are perceived usefulness (PU) and perceived ease of use (PEOU). Other external var-
iables, such as social influence are significant factors that might have an impact on the 
attitude The TAM model has undergone two major upgrades TAM 2 and TAM 3 (Ven-
katesh & Davis, 2000), which is primary dedicated to the e-commerce and the effects of 
perceived trust and perceived use on the e-commerce systems. 
    In the literature, TAM has been linked as an extention with the theory of reasoned 
action (TRA). This theory was developed in 1967 by Ajzen and Fishbein (Ajzen, 2012). 
This theory aims to explain how individuals behave, based on pre-existing attitudes and 
behaviors. TRA is based on previous researches in social psychology and attitude theo-
ries. Its primary aim is to understand an individual’s behavior, by finding the motivation 
that led him to this action.  
 
 
Source: (Diop et al., 2019) 
Notable factors that might influence the decision making process in this model are:  
- Perceived Usefulness (PU): In his research Fred Davis (Davis 1989) described PU 
as the degree to which someone perceives technology as a useful tool to what 
they want to do. 
- Perceived Ease of Use (PEOU): This factor suggests that the easier the technology 
is to use, the more positive are the attitudes towards it. 
- External Variables include factors such as social influence, age and gender.These 
are external factors that might influence peoples’ attitude and intention towards 
the use of technology. 
- Behavioral Intention is the total sum of the above aspects that motivates people 
to use technology 
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- Actual System Use is the ending point of the above process which marks peo-
ples’ final decision 
Usage of TAM 
 
    Many researchers have tried to evaluate and extend the existing findings, based on 
the initial research from Fred Davis (Davis, 1989). Many of this researchers tried to test 
the consistency and reliability of its findings. Their final aim was to find the relations be-
tween usefulness, easiness on use and the actual use of technology. Adams (Adams et 
al., 1992) has proposed an evaluation of the factors and measurements used by Davis. 
Other researchers extrended this model by differentiating its initial settings (Adams et 
al., 1992); (Davis, 1989);(Hendrickson et al., 1993);(Segars & Grover, 1993); (Szajna, 
1994). Segars and Grover (Segars & Grover, 1993) proposed a different model based on 
three variables: usefulness, effectiveness and easiness on use. Curran and Meuter (Cur-
ran & Meuter, 2005) and Meuter (Meuter et al., 2005) extended the TAM by imposing 
variables such as consumer characteristics. Their aim was to check the effect of person-
al-related factors to the intention of technology usage. They concluded that attitude 
fully affects PU and PEOU, however the significance of PU’s and PEOU’s impact is not 
important 
       The aforementioned studies do not take into account social and channel-related 
factors. This aspect is included in the analysis of Blut (Blut et al., 2016). The study sug-
gests that social related factors (i.e. subjective norms), control related factors (i.e. self-
efficacy and external factors) and personal traits (i.e. experience) along with the TAM 
framework regarding customers’ potential beliefs have a major impact on peoples’ atti-
tude towards SST. In their research Venkatesh and Davis (Venkatesh & Davis, 2000) pro-
vide evidence that factors like social influence (subjective norms, voluntariness, image) 
and other practical factors (job relevance, output quality, perceived ease of use) are af-
fecting the intentions on using SST. Thus, they created an extended version of the mod-
el, referred to as TAM2, which was successfully tested in different settings. 
Criticism on TAM 
    TAM has been criticized, despite the reliability and validity of its framework. There 
are several concerns about its explanatory and predictive ability. First, it takes into ac-
count only two factors (Perceived usefulness and perceived ease of use), excluding all 
the other external factors that might influence the consumer’s decision and overlooking 
other aspects that might impact the user’s decision (i.e. costs). Moreover, it proposes 
the volitional use of technology meaning that there are no limitations or constraints 
(Slade et al., 2015; Venkatesh et al., 2003). Furthermore, according to Benbassat and 





The UTAUT model 
Background 
    In an attempt to integrate all the existing acceptance models (theory of reasoned ac-
tion, technology acceptance model, motivational model, theory of planned behavior, a 
combined theory of planned behavior/technology acceptance model, model of personal 
computer use, diffusion of innovations theory, and social cognitive theory) and address 
the issues created by TAM framework Venkatesh (Venkatesh et al., 2003) formulated 
the UTAUT. The theory suggests that there are four key constructs: 1) performance ex-
pectancy, 2) effort expectancy, 3) social influence, and 4) facilitating conditions. (Ven-
katesh et al., 2003) The first three variables are considered to influence usage intention 
and behavior, while the forth affects user behavior. Other factors such as gender, age, 
experience, and voluntariness of use are considered to be moderators on the effects of 
these four constructs. UTAUT has been applied in a wide range of technology fields such 
as mobile commerce (Blaise et al., 2018), mobile payments (Slade et al., 2015), mobile 
banking (Abu et al., 2015; Alalwan et al., 2017; Arshian & Sahar, 2015; Bhatiasevi, 2016; 
Chawla & Joshi, 2018; Shaikh et al., 2018; Tan & Leby Lau, 2016). The validation of 
UTAUT by Venkatesh (Venkatesh et al., 2003) provided evidence that it could success-
fully explain almost 70% of Behavioral Intention (BI) and 50% of actual use.. Thus, it is 
considered to be one of the most successful theoretical frameworks to predict custom-
ers’ behavior and decisions regarding SSTs. 
    The UTAUT model has undergone several extentions. Several researchers have pro-
posed the addition of channel-related factors such as perceived risk and trust to the ex-
isting model, as they both affect the consumers’ decision process on the mobile services 
context (Alalwan et al., 2017; Baptista & Oliveira, 2016; Blaise et al., 2018; Shaikh et al., 
2018; Slade et al., 2015). Furthermore, another group of variables that can be used as 
an extention of the model are the personal trait factors. These factors include consum-







Source: (Kocaleva et al., 2015) 
 
Criticism 
     Several researchers have criticized the UTAUT model and its extentions due to its 
complexity. Bagozzi (University of Michigan & Bagozzi, 2007) states that it uses too 
many variables to predict intentions and behavior. Van Raaij and Schepers (van Raaij & 
Schepers, 2008)  claim that it is successful only when it is moderated with a small num-
ber of variables.  They also suggest that the grouping of variables is problematic due to 
the disparity of the items used. Li (Li et al., 2020) suggests that UTAUT is unnecessary 
and impractical for understanding technology adoption and claims that successful pre-
dictive results can be accomplished with more simple methods. Finally, the majority of 
studies using the UTAUT model, do not implement the investigation of moderators 
(Chawla & Joshi, 2018), thus leaving unexplored areas and factors such as service expe-
rience. 
 
Theory of planned behavior 
    Background 
    The Theory of planned Behavior is based on the theory of reasoned action. It is an ex-
tention necessary to overcome the original model’s limitations regarding the incom-
plete volitional control that people have over some behaviors (Ajzen, 1985). The theory 
defines the individual’s behavioural intentions and behaviours as a result shaped by the 
attitude, subject norms, and perceived behavioural control. The central figure is a per-
son’s intention to perform a specific behavior and how willing is he to perform this be-
havior. Intention is interconnected with motivational factors that influence a behavior. 
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Normally, the stronger the intention is to perform a behavior, the more likely it is to 
happen (Ajzen, 1985) 
 
By Robert Orzanna - Own work, CC BY-SA 4.0, 
https://commons.wikimedia.org/w/index.php?curid=42261999 
 
In fact intentions are tending to influence a behavior to the extent that the person has 
voluntarily behavioral control. The theory of planned behavior is based on three inde-
pendent variables – determinants of intention: 
- Attitude towards the behavior is the degree to which the person has a favoura-
ble approach towards the behavior questioned. 
- Subjective norm is the perceived social pressure to perform or not a behavior. 
- Perceived behavioral control refers to the perceived easiness or difficulty to per-
form a behavior. Past experiences as well as anticipated obstacles are crucial 
factors 
 
The combination of the aforementioned variables leads to the formulation of 
the behavioral intention (BI).  It is considered that perceived behavioral control 
does not only affects behavior directly, but also indirectly through behavioral in-
tention. The concept of the theory has been applied in a wide range of fields in-





The mathematical formula of behavioral intention is the following 
 




BI: Behavioral Intention 
A: Attitude 
SN: Subjective norms 
PBC: Perceived Behavioral Control 




       Evaluation of the theory 
 
    Firstly, it is considered that the theory can cover the non volitional aspects of behav-
ior, which are not covered by preceding theories. Furthermore, with the addition of 
Perceived Behavioral Control, the theory aims to explain the relationship between be-
havioral intention and behavior. Also, with the addition of Social Norm as a variable, the 
theory is able to explain an individual’s social behavior. On the other hand many schol-
ars criticize the theory, because it omits basic needs that humans face prior to engaging 
to a behavior (Ajzen, 1989). For instance, an individual’s emotions can influence his be-
havior as well as other structures of the model. Thus, the theory lacks of validity regard-
ing external variables. 
 
 




     This theory explains how, why and at what rate do innovation and technology spread. 
According to Rogers (Rogers, 2010) diffusion is the process by which innovation is com-
municated across the social system. There are four major variables that affect the 
spread of innovation: 1) The innovation itself, 2) communication channels, 3) time and 
4) the social system. In this theory, the individuals are the adopters and are separated in 
five categories (innovators, early adopters, early majority, late majority, and laggards) 
(Rogers, 2010). The criterion of the categorization is the degree that the individual 
adopts the new idea. The adoption of innovation comes through a five step process, 





Source: (Wani & Ali, 2015) 
 
A brief analysis of the stages: 
 
- Knowledge: At this early stage the individual / organization is exposed to the in-
novation, but lacks the information. 
- Persuasion: The individual starts to gather information. 
- Decision: The individual takes into account the advantages and disadvantages of 
the innovation and makes a decision on whether to use it or not. 
- Implementation: The individual actively implements the innovation, while seek-
ing for extra details. 
- Confirmation: The individual finalizes his decision 
 
Criticism of the Theory 
 
    The concept of the theory was first introduced in the 19th century (Kinnunen, 1996) 
and it was applied in agricultural societies regarding to their adoption of new technolo-
gies (Valente & Rogers, 1995).  Later on, the theory has been applied in numerous fields 
such as medical care, marketing,  sociology and knowledge management. The theory of 
diffusion is characterized by a lack of cohesion which makes it difficult to implement to 
various problems. Moreover, due to its complexity it is more than difficult to quantify 
the causes of adoption. There are many forces that might influence the decision of an 
individual. The Diffusion theory can’t take into account all these forces, thus leading to 
inconsistent results. Rogers has placed the criticism against the theory in categories: 
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- The pro-innovation bias: all innovations are positive and should be adopted 
(Rogers, 2010) 
- The individual blame bias 
- The recall problem 
- Issues of equality. 
 
Another disadvantage of this theory is the one-way path that characterizes the flow of 
information (Giesler, 2012). In many cases a feedback is required from the adopter, thus 
making this model inconsistent. Following the previous analysis, this study adopts the 
UTAUT theoretical framework to illustrate the key factors that affect customers’ deci-
sions regarding electronic transactions in Greece. The study supports the adoption of 
this model to highlight the relationship between important variables preceding the in-







     In this section we’ll present our research model and the hypothesis that we are going 
to elaborate on. Accordingly, we intend to investigate usage behavior in an e-
transactions context on UTAUT, which provides high analytical data. Its four-pillar struc-
ture acts as a moderator for behavioral intention of users. Our first hypothesis is based 
on Performance Expectancy (PE). Performance expectancy is described as the degree to 
which someone believes that using the system will help him gain benefits when per-
forming an activity (Venkatesh et al., 2012, p. 159). This model is based on TAM’s per-
ceived usefulness. Hence, the adoption of this model indicates a relationship of maxi-
mum efficiency, increased productivity and enhanced effectiveness. Thus, it is consid-
ered that the individuals are tending to use it. 
 
                H1: performance expectancy positively affects intention to use electronic 
transactions 
 
      Effort expectancy is described as “the degree of ease associated  consumers’ use use 
of the technology” (Venkatesh et al., 2012) and is similar to TAM’s ease of use. This 
model is based on effort minimization and simplicity of use. The more clear and under-
standable a system is, the more likely is the intention of using it. This is quite important 
especially in countries with low technology background. Several studies indicate the 
positive relationship between these variables (Bhatiasevi, 2016; Shaikh et al., 2018; Tan 




               H2: effort expectancy positively affects intention to use electronic transactions 
        Social Influence is described as the degree “to which a person perceives that im-
portant others should use a particular technology” (Venkatesh et al., 2012). When using 
an innovative technology, people tend to share their emotions with their social circle 
(family, friends, colleagues etc.). Thus, if the users are happy, this will in turn will bring 
positive effects in usage behavior and tendency to use electronic transactions. The ef-
fects of social influence have been tested in several studies so far (Abu et al., 2015; 
Alalwan et al., 2017; Arshian & Sahar, 2015; Blaise et al., 2018; Slade et al., 2015; Tan & 
Leby Lau, 2016)  
. Keeping that in mind, we claim that: 
              H3: social influence positively affects intention to use electronic transactions 
    Another major factor is the perceived risk, which is defined as “the potential for loss 
in the pursuit of a desired outcome, when using a service” (Featherman & Pavlou, 
2003). It is a fact that when consumers assess an innovative technology or service, they 
develop risk beliefs or scenarios that have a direct negative effect  on the use of the 
service. The use of electronic transactions, as with other electronic services is character-
ized by risk, which is negatively related to the expectations of the users (Yang et al., 
2015). Perceived risk is a key factor that influences the behavior of users towards elec-
tronic transactions. Several studies suggest that there is a direct negative correlation 
between perceived risk and willingness of the users to use the service (Alalwan et al., 
2017; Baptista & Oliveira, 2016; Hanafizadeh et al., 2014; Kesharwani & Singh Bisht, 
2012; Koenig-Lewis et al., 2010; Tan & Leby Lau, 2016).  Therefore, we propose that: 
H4: Perceived risk negatively affects intention to use electronic transactions 
 
    Perceived trust is also a crucial factor in the adoption of innovative services. Trust is 
defined as “the user’s belief that the provider will fulfill its obligations. Trust is a major 
variable in electronic services, considering the uncertainties of technology use and the 
security issues that might occur (hacking, privacy issues). The nature of electronic ser-
vices (spatial and temporal differences with providers) makes the users more suspicious 
regarding the security of their transactions. Trust is an essential element to establish a 
positive relationship with the customer and persuade him to use the service. It is the 
crucial part that reduces customer’s uncertainties regarding the safety of transactions 
and boosts the provider’s credibility (Alalwan et al., 2017; Slade et al., 2015). A signifi-
cant amount of studies show that customers’ are unsure of using e-transactions ser-




(Alalwan et al., 2017; Arshian & Sahar, 2015; Baptista & Oliveira, 2016; Chawla & Joshi, 
2018; Malaquias et al., 2018; Montazemi & Qahri-Saremi, 2015; Sharma et al., 2017). 
Based on the aforementioned studies, we propose that: 
H5: Perceived trust positively affects intention to use electronic transactions 
 
    Finally, innovativeness is described as customers’ intention to try new products, ser-
vices or concepts and represent a crucial personal determinant that affects behavior 
(Chiu and Hofer, 2015). According to Rogers, innovative persons are more likely to have 
a positive attitude towards new services and products. Although there is a limited re-
search material regarding innovation, however most of the research depicts a positive 
relationship between innovativeness and intention to try electronic services. Research 
confirms that there is a positive influence of innovativeness on customers’ willingness 
to use e-transactions and e-payment services (Alalwan et al., 2017; Cheah et al., 2011; 
Frimpong et al., 2017; Malaquias et al., 2018; Saprikis et al., 2018; Slade et al., 2015) 
. Based on the evidence, we propose that: 
H6: innovativeness positively affects intention to use electronic transaction 





















    Regarding the sampling method, the research is based on the non-random sampling 
model. An important parameter in the choice of method is the sample frame. Ochoa in 
his research (Ochoa, 2017) defines this context as the set of elements that constitute a 
research. The elements that make up this frame are the sample units. These units can 
take any form (individuals, companies, groups of people). This method is very common 
in marketing research, as it is difficult to find a specific sample frame. For example, 
when conducting a survey of all the inhabitants of a city, it is difficult to access the pop-
ulation data. This information may be accessible only through certain channels and may 
incur additional costs. Therefore, cost reduction is an important factor in choosing the 
non-random method. In this case, the researchers focus on hypotheses that may affect 
the behavior of the sample. 
Sample unit characteristics 
 
    The majority of the participants were students in the postgraduate program of E-
business and digital marketing of the International Hellenic University. At the same 
time, aiming to achieve a more balanced distribution, we also approached graduates of 
the school from 2017 onwards. The demographic data that were investigated included 
age, gender, profession, education and monthly income. The following characteristics 
emerge from the data we collected: 
- Regarding gender, 59.6% of the participants are women, while 40.4% are men. 
- 57.6% of the participants belong to the age group between 26-34 years. 16.2% are be-
tween 35-44, while 13.1% are between 18-25 years old. 9.1% belong to the age group 
between 45-54 years old, while 4% are over 55 years old. 
- Regarding the level of education, the vast majority (73.7%) answered that they have a 
master's degree. 17.2% acquired a bachelor’s degree, 5% have graduated from high 
school, while 4% has acquired a PhD. 
- In terms of employment, 59.6% are employed in the private sector. A percentage of 
13.1% are self-employed, while the same percentage proposes the status of student as 
the main occupation. 6.1% are employed in the public sector, while 5% are engaged in 
business. Finally, the percentage of unemployed reaches 3%. 
- Regarding the monthly income, 42.4% have a monthly salary ranging between 501 - 
1000 euros, 26.3% are in the range between 0 - 500 euros. 25.3% belong to the catego-
ry of those whose salary ranges between 1001 - 2000 euros, while only 6.1% have 





    The research questionnaire was addressed to people aged 18+. as mentioned earlier, 
the questionnaire was distributed to students and graduates of the department of E-
business and digital marketing. A total sum of 1373 questionnaires were distributed 
through email. A total of 100 answers were given, 99% of which were valid, as the par-




    The participants were obliged to answer all the questions. The structure of the ques-
tionnaire was based on the following parameters: 
- Demographics (Age, Gender, Profession, Education, Monthly income) 
- Specifying questions 
- Effort expectancy 
- Performance expectancy 
- Social influence 
- Innovativeness 
- Perceived risk 
- Perceived trust 
    The first set of questions was about specifying some characteristics of the participants 
such as their experience in electronic transactions, as well as what features of electronic 
transactions do they consider to play an important role. In the second question, the 
choices the participants had were Quality of service, Trust, Technology used, Level of 
security or add an own choice. The participants were obliged to choose at most 2 char-
acteristics.  The next section included three questions about effort expectancy. Two of 
them were Likert scale questions measured on a five point range from 1-5. The first 
question asked the participants to rate their level of easiness on learning the e-
transactions process on a scale of 1-5 where 1 is “very easy” and 5 is “very difficult” The 
second question asked the participants to rate their current level of familiarity with e-
transactions process. This was also a likert scale question where the respondents could 
rate from 1 (“Not at all familiar”) to 5 (“Very familiar”). The third question was a dichot-
omous question which asks participants if “they find it easy to use e-transactions”. 
    The next set was Likert scale questions asking participants if “E-transactions are use-
ful for their daily routine” and “E-transactions are beneficial for their overall productivi-
ty”. In both questions the participants were asked to answer in a scale of “Strongly disa-
gree” to “Strongly agree”. Multiple choice questions about social influence followed. 
Participants were asked to answer if “Other peoples’ opinions about using e-
transactions affect their choice” . Their choices ranged between Never, Rarely, Some-
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times, Usually and Always. The next was a Likert scale question asking them to rate their 
level of influence from other peoples' opinion on e-transactions. The range of choices 
was between  1“Not at all” and 5 “extremely”. Moving on to the part of familiarity, the 
next was a Likert question that asked the respondents to rate their “level of familiarity 
with the use of new technologies”. The range of the answers was 1 “Not at all” to 
5”extreme”. The participants were also asked to choose “which is the crucial factor for 
them to use new technologies in transactions?” They had to check at most 2 of the 
available options (Perceived trust, Perceived security, Easy access, Easy transaction pro-
cedures, own option). 
    The next set of questions was about perceived risk and included a Likert scale ques-
tion and to dichotomous questions (Yes/No/Maybe). The participants were asked if they 
“feel safe when providing personal data during an e-transaction”. The possible answers 
were never, rarely, sometimes, often, always. Besides, the respondents were asked if 
“they are worried that other people may have access to their data/account when using 
e-transactions” and if “The COVID - 19 pandemics changed their intention on making e-
transactions”. The next pair of questions were Likert scale questions regarding per-
ceived trust. The participants were asked to rate the reliability of e-transactions systems 
on a rate of 1 “Not at all reliable” to 5 “Always reliable”. Furthermore, they were asked 
to rate the security of e-transactions systems on a rate of 1 “Not at all secure” to 5 “Al-
ways secure”. The final question asks the participants to rate how willing are they to use 
e-transactions in the future on a scale of 1 “Not at all willing” to 5 “Quite willing”.  
Data collection 
 
    In order to collect the data the study used the mailing lists of the University from 
2017 onwards to get access to the university mails of the students. At the beginning of 
the questionnaire the participants were informed that no sensitive data will be collect-
ed such as name, email, IP address and their responses will remain anonymous and con-
fidential. They were also informed about the identity of the researcher, the nature of 
the study and what this is going to cover. In addition, the first question was giving them 
the opportunity to choose whether they are going to fill in the questions or abort the 
questionnaire without responding. 
Data analysis 
 
    As mentioned above, the present research will be based on the extended model 
UTAUT. In this context, our research focuses on Greece with particular emphasis on the 
characteristics and preferences of potential consumers. The case of Greece is a typical 
example, as the country's economy entered a period of austerity from 2010 onwards. 
The austerity measures imposed over the past decade have led the country into a peri-




    According to research conducted by the Laboratory of Electronic Business and Com-
merce of the Athens University of Economics and Business in 2016 {ELTRUN, 2016 } 
there was a 5% increase in electronic transactions. 10% answered that they started 
online shopping in 2016. Important conclusions were also drawn about consumer be-
havior, where it seems that the most important factors that explain the shift of con-
sumers to e-commerce are price and offers. 73% of respondents answered that they 
find better prices, while 42% easily find new offers. It is worth emphasizing the correla-
tion between online / offline shopping. 1/3 of consumers who proceed to offline shop-
ping answered that they first search online and then buy the products from the physical 
store. Respectively in 1/6 of the total online shopping the consumers first research the 
physical store and then buy online. 
    Along with the shift to e-commerce, there is an increase in the use of electronic 
means of payment, as well as an increased demand for e-banking services. The use of 
credit / debit card for online transactions increased + 51%, while a corresponding in-
crease of + 15% was recorded with the use of Paypal. The rapid increase in the use of 
mobile phones has played a key role in the growth of mobile banking. 1/4 of consumers 
use their mobile phone for online banking almost every day. In addition, 1/5 uses their 
mobile device to search for offers, as well as to use the applications provided by the 
companies. 
    For the statistical analysis of the data collected from the questionnaire, this research 
uses the PSPP software. PSPP is a free statistical software that offers a wide variety of 
features such as frequencies, cross-tab comparisons, logistic regression, non - paramet-
ric tests, chi square tests etc. In our research we are going to use Pearson’s chi squared 
test, a statistical hypothesis test used to explain if there is statistically significant differ-
ence between expected and observed frequencies of a set of categorical data (F.R.S, 
2009) 
In this context, the pairs of variables we intend to delve into are: 
- Familiarity with new technologies in comparison with reliability. 
- Familiarity with new technologies in comparison with security. 
- Familiarity with new technologies in comparison with the intention of use 







DATA ANALYSIS – RESULTS 
 
    In the following pages we are going to assess, edit and analyze the data collected 
from our questionnaire. Our analysis includes the results of our questionnaire, 





As we can see there is a dominance of female gender in the answers with 59.6% com-
pared to 40.4% of men 
Age 
 
The age of the majority of participants (57,6%) varies between 26 and 34 years. This 
makes sense given that the target audience for the survey is students and graduates of 







As for the education, the vast majority of participants hold a master's degree. This is 
justified because our questionnaire audience was limited to the students and alumni of 





The professional profile of the participants gathers a variety of answers. The majority 
(59.6%) are employed in the private sector. The self-employed and students occupy the 
same percentage (13.1%). 6.1% are public employees. 5% are engaged in business, 










In terms of monthly income, the majority belong to the category 501-1000E (42.4%). 
There is also a balance in the categories 0 - 500E and 1001 - 2000E with 26.3% and 




Regarding the experience, almost 1/2 answered that they started doing electronic 
transactions in the last five years. This is consequently linked to the increase in electron-
ic transactions from 2015 onwards. Furthermore, 1/4 has experience between 6 - 10 
years, while the same percentage answered that they make online transactions for 





The vast majority of the respondends answered that Quality of service and level of se-
curity are among the most valuable attributes of e-transactions. Trust, technology used 
and quality of products also gathered significant percentages. 
 
 
Regarding the level of easiness on learning the e-transactions processes almost 2/3 of 
the respondents find it very easy or relatively easy. 
 
 












Participants believe that electronic transactions are useful in people's daily lives. It is 
noteworthy that only 2/100 answered that they disagree with this point of view 
 






Regarding social influence, a percentage of 38.4% answer that they are sometimes in-
fluenced by someone else's opinion, while 33.3% answer that they are rarely influ-
enced. There is still a percentage of 15.2% who answer that they are never affected, 
while 12.1% are often affected. 
 
 
Besides, according to the answers there is a great familiarity of the participants with the 
new technologies. Almost 82% answer that they are quite / very familiar. 
 
According to the respondents, among the most crucial factors for using new technolo-
gies are perceived security and Easy transaction procedures. Perceived trust and easy 





Safety is one of the most important factors for e-transactions. Almost 44,4% of the re-
spondents answer that they often feel safe providing their personal data during an e-
transaction, whereas 30,3% sometimes feels safe and 11,1% rarely feels safe. 7,1% al-






34,3% feels worried that other people may have access to his data during an e-




Almost 2/3 answer that the covid – 19 pandemic didn’t change its intentions on making 
e-transactions. On the other hand, there is a significant amount (24,2%) that changed its 
intentions during the pandemic era. 
 
 59.6% of the survey participants rate online transactions as quite reliable, while 28,3% 
rates them as relatively safe. 
 
Respectively, 53.5% consider electronic transactions to be quite secure, while 34.3% 
consider them relatively secure. 
 
Finally, the vast majority of the participants responded that they are quite / very willing 
to use e-transactions in the future 










    The following frequency tables will help us calculate descriptive statistics such as me-
dian and mean. The frequency tables are summarizing the quantitative data that we 
have gathered and answer in questions regarding: 
- The “extremes” of data (minimum and maximum points) 
- The “spread” of data (Standard deviation / variance) 
- The “shape” of distribution 
- The “center” of the data (Median, mean) 
The Frequencies process is mostly used for categorical variables, but it can also be ap-






Value Label Value Frequency Percent Valid Percent Cum Per-
cent 
  1 1.00 1.00 1.00 
Female 59 59.00 59.00 60.00 
Male 40 40.00 40.00 100.00 
Total 100 100.0 100.0  
 
EasinessOnLearning 
Value Label Value Frequency Percent Valid Percent Cum Per-
cent 
Not at all effort 1 43 43.00 43.43 43.43 
mild effort 2 27 27.00 27.27 70.71 
medium effort 3 7 7.00 7.07 77.78 
enough effort 4 15 15.00 15.15 92.93 
great effort 5 7 7.00 7.07 100.00 
 . 1 1.00 Missing  










N Valid 99 
 Missing 1 
Mean  2.15 
Std Dev  1.32 
Minimum  1.00 
Maximum  5.00 
 
In this table we can see that females are the largest group and the majority of our re-
spondents doesn’t need much effort to learn the process of e-transactions. The stand-
ard deviation which shows the spread of the data is σ=1.32. The distribution of the 




Value Label Value Frequency Percent Valid Percent Cum Per-
cent 
  1 1.00 1.00 1.00 
Female 59 59.00 59.00 60.00 
Male 40 40.00 40.00 100.00 
Total 100 100.0 100.0  
 
OthersInfluence 
   Value Label  Value Frequency Percent Valid Percent Cum Per-
cent 
Never 1 15 15.00 15.15 15.15 
Rarely 2 33 33.00 33.33 48.48 
Sometimes 3 38 38.00 38.38 86.87 
Usually 4 12 12.00 12.12 98.99 
Always 5 1 1.00 1.01 100.00 
 . 1 1.00 Missing  
Total 100 100.0 100.0  
 
OthersInfluence 
N Valid 99 
 Missing 1 
Mean  2.51 
Std Dev  .93 
Minimum  1.00 




    Regarding the “OthersInfluence”  variable we can conclude that there is an almost 
equal percentage between "sometimes" and "rarely", while 15% say that they are not 
influenced at all by the opinion of others. Moreover, the Standard deviation σ=0,93 
(σ<)1, which means that the data points are closer to the average. 
    Social influence is a factor with a great impact in e-commerce. Zhao in his research 
(Zhao et al., 2018) divides the social agents into opinion leaders and opinion followers, 
and establishes separate dynamic models for the two groups in order to simulate their 
opinion. The results show that credibility is a crucial element to maximize the social in-
fluence impact on e-transactions. 
 
     
Gender 
Value Label Value Frequency Percent Valid Percent Cum Per-
cent 
  1 1.00 1.00 1.00 
Female 59 59.00 59.00 60.00 
Male 40 40.00 40.00 100.00 





N Valid 99 
 Missing 1 
Mean  4.06 
Std Dev  .79 
Minimum  2.00 




Value Label Value Frequency Percent Valid Percent Cum Percent 
mild familiarity 2 5 5.00 5.05 5.05 
medium famili-
arity 
3 13 13.00 13.13 18.18 
relative famili-
arity 
4 52 52.00 52.53 70.71 
great familiarity 5 29 29.00 29.29 100.00 
 . 1 1.00 Missing  




When it comes to "familiarity with technology" the vast majority appear to be quite fa-
miliar with technology.  52% appear to be relatively familiar, whereas 29% answer that 
are greatly familiar with technology.  The mean = 4.06 and the standard deviation for 
familiarity with technology is σ=0.79 and σ<1, which means that the data points are 
closer to the mean. The distribution of the curve is negatively skewed since there is a 
long tail end to the left. 
 
Age 
Value Label Value Frequency Percent Valid Percent Cum 
Percent 
  1 1.00 1.00 1.00 
18 - 25 13 13.00 13.00 14.00 
26 - 34 57 57.00 57.00 71.00 
35 - 44 16 16.00 16.00 87.00 
45 - 54 9 9.00 9.00 96.00 
55+ 4 4.00 4.00 100.00 




N Valid 99 
 Missing 1 
Mean  4.23 
Std Dev  1.16 
Minimum  1.00 
Maximum  5.00 
 
 
On the other hand for the level of familiarity variable the standard deviation σ=1.16 
with σ>1, which means that the data points aren’t so close to the mean (m=4.23). The 
distribution of the curve is negatively skewed, since there is a one tail end on the left. 
Value Label Value Frequency Percent Valid Percent Cum Percent 
Not at all familiar 1 7 7.00 7.07 7.07 
a little familiar 2 3 3.00 3.03 10.10 
relatively familiar 3 6 6.00 6.06 16.16 
familiar 4 27 27.00 27.27 43.43 
very familiar 5 56 56.00 56.57 100.00 
 . 1 1.00 Missing  
Total 100 100.0 100.0  
50 
 
   NewTechFactor 




Perceived trust 1 30 30.00 30.30 30.30 
Perceived security 2 36 36.00 36.36 66.67 
Easy access 3 30 30.00 30.30 96.97 
Easy transaction 4 3 3.00 3.03 100.00 
procedures      
 . 1 1.00 Missing  
Total 100 100.0 100.0  
 
NewTechFactor 
N Valid 99 
 Missing 1 
Mean  2.06 
Std Dev  .85 
Minimum  1.00 
Maximum  4.00 
 
    This table shows us that for the variable NewTechFactor (New technologies are cru-
cial factor) the Mean m= 2.06 and standard deviation σ = 0.85. So σ<1 and the data 
points are clustered closer to the mean. The distribution of the curve is positively 





































1 1.00 1.00 1.00 
17 17.00 17.00 18.00 
5 5.00 5.00 23.00 
73 73.00 73.00 96.00 
1 1.00 1.00 97.00 
2 2.00 2.00 99.00 
1 1.00 1.00 100.00 
Total 100 100.0 100.0  
 
   Value Label  Value Frequency Percent Valid Percent Cum Percent 
Never 1 15 15.00 15.15 15.15 
Rarely 2 33 33.00 33.33 48.48 
Sometimes 3 38 38.00 38.38 86.87 
Usually 4 12 12.00 12.12 98.99 
Always 5 1 1.00 1.01 100.00 
 . 1 1.00 Missing  
Total 100 100.0 100.0  
 
OthersInfluence 
N Valid 99 
 Missing 1 
Mean  2.51 
Std Dev  .93 
Minimum  1.00 
Maximum  5.00 
 
For the variable Level of Influence we can see that: 
- The mean m=2.49 
- The Standard deviation σ=1,06 
- σ>1 which means that the data points aren’t clustered close to the average 
The following cross-tabulations describe the relations between different categorical var-








Valid Missing Total 
N Percent N Percent N Percent 
Gender * LevelOfFamiliarity 99 99.0% 1 1.0% 100 100.0% 
 
















Female 4.00 .00 5.00 13.00 37.00 59.00 
 6.78% .00% 8.47% 22.03% 62.71% 100.00% 
 57.14% .00% 83.33% 48.15% 66.07% 59.60% 
 4.04% .00% 5.05% 13.13% 37.37% 59.60% 
Male 3.00 3.00 1.00 14.00 19.00 40.00 
 7.50% 7.50% 2.50% 35.00% 47.50% 100.00% 
 42.86% 100.00% 16.67% 51.85% 33.93% 40.40% 
 3.03% 3.03% 1.01% 14.14% 19.19% 40.40% 
Total 7.00 3.00 6.00 27.00 56.00 99.00 
 7.07% 3.03% 6.06% 27.27% 56.57% 100.00% 
 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 
 7.07% 3.03% 6.06% 27.27% 56.57% 100.00% 
 
Chi-square tests. 
Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 8.29 4 .081 
Likelihood Ratio 9.47 4 .050 
N of Valid Cases 99   
 
From the above crosstab we can highlight the following key points: 
- The female participants seem to be the most familiar to new technologies com-
pared to the male participants, although the difference is narrow. 








Valid Missing Total 
N Percent N Percent N Percent 
Age * LevelOfFamiliarity 99 99.0% 1 1.0% 100 100.0% 
 










familiar very familiar 
18 - 3.00 .00 1.00 5.00 4.00 13.00 
25       
 23.08% .00% 7.69% 38.46% 30.77% 100.00% 
 42.86% .00% 16.67% 18.52% 7.14% 13.13% 
 3.03% .00% 1.01% 5.05% 4.04% 13.13% 
26 - 3.00 1.00 4.00 15.00 34.00 57.00 
34       
 5.26% 1.75% 7.02% 26.32% 59.65% 100.00% 
 42.86% 33.33% 66.67% 55.56% 60.71% 57.58% 
 3.03% 1.01% 4.04% 15.15% 34.34% 57.58% 
35 - 1.00 .00 .00 2.00 13.00 16.00 
44       
 6.25% .00% .00% 12.50% 81.25% 100.00% 
 14.29% .00% .00% 7.41% 23.21% 16.16% 
 1.01% .00% .00% 2.02% 13.13% 16.16% 
45 - .00 .00 .00 4.00 5.00 9.00 
54       
 .00% .00% .00% 44.44% 55.56% 100.00% 
 .00% .00% .00% 14.81% 8.93% 9.09% 
 .00% .00% .00% 4.04% 5.05% 9.09% 
55 .00 2.00 1.00 1.00 .00 4.00 
+       
 .00% 50.00% 25.00% 25.00% .00% 100.00% 
 .00% 66.67% 16.67% 3.70% .00% 4.04% 
 .00% 2.02% 1.01% 1.01% .00% 4.04% 
Total 7.00 3.00 6.00 27.00 56.00 99.00 
 7.07% 3.03% 6.06% 27.27% 56.57% 100.00% 
 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 




Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 49.00 16 .000 
Likelihood Ratio 30.63 16 .015 
N of Valid Cases 99   
 
This table is a comparison of Age and Level of familiarity. The key points of the table are that: 
- Age groups 18-25 and 26-34 are having a fairly large percentage of familiarity among 
their respondents, although there is a considerable percentage that is not quite familiar. 




Valid Missing Total 
N Percent N Percent N Percent 





Total Never Rarely Sometimes Usually Always 
 12.50% 25.00% 40.00% 20.00% 2.50% 100.00% 
33.33% 30.30% 42.11% 66.67% 100.00% 40.40% 
5.05% 10.10% 16.16% 8.08% 1.01% 40.40% 
Total 15.00 33.00 38.00 12.00 1.00 99.00 
 15.15% 33.33% 38.38% 12.12% 1.01% 100.00% 
 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 
 15.15% 33.33% 38.38% 12.12% 1.01% 100.00% 
 
Chi-square tests. 
Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 6.67 4 .155 
Likelihood Ratio 6.99 4 .136 
N of Valid Cases 99   
 
In this table we can see a gender comparison regarding the influence of others’ in their 
in the use of new technologies. We can assume that: 
- The vast amount of the responds in both genders is shared between “some-
times” and “rarely. 
- Also, there are significant amount in both genders that are “never” influenced. 





Valid Missing Total 
N Percent N Percent N Percent 
Age * OthersInfluence 99 99.0% 1 1.0% 100 100.0% 
 
Chi-square tests. 
Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 13.15 16 .662 
Likelihood Ratio 13.52 16 .634 
N of Valid Cases 99   
 
 
This table shows a comparison between different age groups regarding social in-
fluence and the outputs are the following: 
- Almost 50% of age group 55+ is rarely influenced by others’ opinions on new 
technologies. 
- Also an amount of 33%  of age group 45-54 states that it’s never influenced 


























Valid Missing Total 
N Percent N Percent N Percent 
Age * LevelOfSecurity 99 99.0% 1 1.0% 100 100.0% 
 










Quite secure Always se-
cure 
18 - .00 .00 6.00 6.00 1.00 13.00 
25       
 .00% .00% 46.15% 46.15% 7.69% 100.00% 
 .00% .00% 17.65% 11.32% 14.29% 13.13% 
 .00% .00% 6.06% 6.06% 1.01% 13.13% 
26 - 2.00 2.00 19.00 31.00 3.00 57.00 
34       
 3.51% 3.51% 33.33% 54.39% 5.26% 100.00% 
 100.00% 66.67% 55.88% 58.49% 42.86% 57.58% 











Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 10.60 16 .833 
Likelihood Ratio 10.93 16 .814 
N of Valid Cases 99   
 
In this table we can see the comparison of age groups regarding the level of security. 
The key points of this output are: 
- Younger groups (18-25,26-34) are feeling relatively or quite secure regarding 
their transactions and data. 
- At the age group of 45-54 almost 55.56% of the respondents feel quite secure, 
although there is a significant portion of 20% in “Relatively” and “Always” secure 


















Quite secure Always se-
cure 
35 - .00 1.00 4.00 10.00 1.00 16.00 
44       
 .00% 6.25% 25.00% 62.50% 6.25% 100.00% 
 .00% 33.33% 11.76% 18.87% 14.29% 16.16% 
 .00% 1.01% 4.04% 10.10% 1.01% 16.16% 
45 - .00 .00 2.00 5.00 2.00 9.00 
54       
 .00% .00% 22.22% 55.56% 22.22% 100.00% 
 .00% .00% 5.88% 9.43% 28.57% 9.09% 
 .00% .00% 2.02% 5.05% 2.02% 9.09% 
55 .00 .00 3.00 1.00 .00 4.00 
+       
 .00% .00% 75.00% 25.00% .00% 100.00% 
 .00% .00% 8.82% 1.89% .00% 4.04% 
 .00% .00% 3.03% 1.01% .00% 4.04% 
Total 2.00 3.00 34.00 53.00 7.00 99.00 
 2.02% 3.03% 34.34% 53.54% 7.07% 100.00% 
 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 






















1 - 5 years 2.00 3.00 15.00 25.00 5.00 
 4.00% 6.00% 30.00% 50.00% 10.00
% 
 100.00% 100.00% 44.12% 47.17% 71.43
% 
 2.02% 3.03% 15.15% 25.25% 5.05
% 
6 - 10 years .00 .00 12.00 12.00 .00 
 .00% .00% 50.00% 50.00% .00% 
 .00% .00% 35.29% 22.64% .00% 
 .00% .00% 12.12% 12.12% .00% 
Less than one year .00 .00 .00 3.00 .00 
 .00% .00% .00% 100.00% .00% 
 .00% .00% .00% 5.66% .00% 
 .00% .00% .00% 3.03% .00% 
Over 10 years .00 .00 7.00 13.00 2.00 
 .00% .00% 31.82% 59.09% 9.09
% 
 .00% .00% 20.59% 24.53% 28.57
% 
 .00% .00% 7.07% 13.13% 2.02
% 
Total 2.00 3.00 34.00 53.00 7.00 
 2.02% 3.03% 34.34% 53.54% 7.07
% 
 100.00% 100.00% 100.00% 100.00% 100.0
0% 
 2.02% 3.03% 34.34% 53.54% 7.07
% 
  
This table shows the comparison of Users’ experience regarding the level of security in e-





- Users with many years of experience in e-transactions (groups of 6-10 years and 10+ 
years) are feeling quite comfortable regarding the security of their transactions. In 
these groups the level of insecurity is almost 0. 
- Besides, the “Not at all” and “Sometimes secure” options have also low percentages 





Valid Missing Total 
N Percent N Percent N Percent 
Gender * WillingnessToUse 99 99.0% 1 1.0% 100 100.0% 
 
Gender * WillingnessToUse [count, row %, column %, total %]. 
 
  Chi-square tests.  
Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 4.12 3 .249 
Likelihood Ratio 4.45 3 .217 
N of Valid Cases 99   
 
As we mentioned before, the covid-19 pandemic has a great impact in e-commerce and e-
transactions. In the above table we can see the genders comparison regarding the willing-
ness to use e-transactions in the future. We can figure out that: 
- The vast majority of females is quite willing (71.19%) to use e-transactions in the fu-
ture, while 25.42% responds that they’re willing to use it in a usual manner. 
- In males the respondents are shared between quite willing (55%) and usually willing 
(40%) 
- In both genders there are low percentages in “sometimes willing” and “not at all 

















Not at all willing Sometimes willing Usually willing Quite willing 
18 - .00 1.00 3.00 9.00 13.00 
25      
 .00% 7.69% 23.08% 69.23% 100.00% 
 .00% 33.33% 9.68% 14.06% 13.13% 
 .00% 1.01% 3.03% 9.09% 13.13% 
26 - .00 .00 22.00 35.00 57.00 
34      
 .00% .00% 38.60% 61.40% 100.00% 
 .00% .00% 70.97% 54.69% 57.58% 
 .00% .00% 22.22% 35.35% 57.58% 
35 - 1.00 .00 3.00 12.00 16.00 
44      
 6.25% .00% 18.75% 75.00% 100.00% 
 100.00% .00% 9.68% 18.75% 16.16% 
 1.01% .00% 3.03% 12.12% 16.16% 
45 - .00 .00 1.00 8.00 9.00 
54      
 .00% .00% 11.11% 88.89% 100.00% 
 .00% .00% 3.23% 12.50% 9.09% 
 .00% .00% 1.01% 8.08% 9.09% 
55+ .00 2.00 2.00 .00 4.00 
 .00% 50.00% 50.00% .00% 100.00% 
 .00% 66.67% 6.45% .00% 4.04% 
 .00% 2.02% 2.02% .00% 4.04% 
Total 1.00 3.00 31.00 64.00 99.00 
 1.01% 3.03% 31.31% 64.65% 100.00% 
 100.00% 100.00% 100.00% 100.00% 100.00% 





Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 45.20 12 .000 
Likelihood Ratio 27.11 12 .007 







In the comparison of age groups regarding their willingness to use e-transactions in the fu-
ture, we notice that: 
- The younger age groups (18-25, 26-34, 35-44) are quite willing or usually willing to 
make e-transactions in the future. 
- It is remarkable that in the age group of 45-54 the vast majority (88.89%) responds 
that they’re quite willing, while people aged over 55 are more cautious in their be-
havior. 
- In all age groups the percentage of “not at all willing” response is either low or zero. 
 
Hypotheses testing analysis 
    For our hypotheses testing analysis we conclude that the most appropriate method is 
the Chi Square test of independence. It is a non parametric test which determines whether 
there is an association between two categorical variables. The Chi Square test can assess 
correlations between categorical variables but it can’t provide assessment about causation. 
The data used must meet, the following requirements: 
- Two categorical values 
- Two or more categories for each variable 
- The independence of observations 
- Relatively large sample size  
     The Chi Square test will be a useful tool to assess the data output from the cross-
tabulations tables. The cross-tabulations reveal parameters such as frequency and percent-
age of the responses in various categories of the data collected (age, gender, education 
etc.). The Chi Square test will inform us, whether there is statistical significance in the an-
swers of different categories in given questions of the survey. As mentioned before, there 
are some considerations regarding the use of Chi Square test, with the size sensitivity being 
the most common. If a sample size is too large, even the smallest difference might be sta-
tistically significant. Furthermore, the sensitivity to the distribution within the cells is also a 
case of concern, but this might be addressed with the use of combined categories in order 
to produce smaller tables.  
    Given the above our analysis will focus on the following hypothesis: 
- H1: performance expectancy positively affects intention to use electronic transac-
tions 





- H3: social influence positively affects intention to use electronic transactions 
- H4: Perceived risk negatively affects intention to use electronic transactions 
- H5: Perceived trust positively affects intention to use electronic transactions 
- H6: innovativeness positively affects intention to use electronic transaction 
 



















 .00% .00% 12.12% 44.44% 56.57% 
Total 1.00 3.00 31.00 64.00 99.00 
 1.01% 3.03% 31.31% 64.65% 100.00% 
 100.00% 100.00% 100.00% 100.00% 100.00% 




Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 28.22 12 .005 
Likelihood Ratio 23.82 12 .021 
Linear-by-Linear Association 4.84 1 .028 
N of Valid Cases 99   
 
The key results of the Chi square test show that: 
- The value of the test statistic is 18.51 
- The corresponding p-value of the test statistic is p=0.030 
Since the  p-value is minor than our chosen significance level (p<0.05) we conclude that 
there isn’t statistical significance and the null hypothesis is rejected. There aren’t sufficient 
evidence to suggest that there is an association between “Technology familiarity” and 







Valid Missing Total 
N Percent N Percent N Percent 
BeneficialForProductivity * Willing-
nessToUse 
99 99.0% 1 1.0% 100 100.0% 
 












Not at all beneficial .00 .00 1.00 .00 
 .00% .00% 100.00% .00% 
 .00% .00% 3.23% .00% 
 .00% .00% 1.01% .00% 
Rarely beneficial 1.00 .00 1.00 2.00 
 25.00% .00% 25.00% 50.00% 
 100.00% .00% 3.23% 3.13% 
 1.01% .00% 1.01% 2.02% 
Sometimes beneficial .00 .00 10.00 12.00 
 .00% .00% 45.45% 54.55% 
 .00% .00% 32.26% 18.75% 
 .00% .00% 10.10% 12.12% 
Usually beneficial .00 2.00 13.00 25.00 
 .00% 5.00% 32.50% 62.50% 
 .00% 66.67% 41.94% 39.06% 
 .00% 2.02% 13.13% 25.25% 
Always beneficial .00 1.00 6.00 25.00 
 .00% 3.13% 18.75% 78.13% 
 .00% 33.33% 19.35% 39.06% 
 .00% 1.01% 6.06% 25.25% 
Total 1.00 3.00 31.00 64.00 
 1.01% 3.03% 31.31% 64.65% 
 100.00% 100.00% 100.00% 100.00% 







Chi-square tests.  
Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 31.73 12 .002 
Likelihood Ratio 15.30 12 .226 
Linear-by-Linear Association 6.28 1 .012 
N of Valid Cases 99   
 
The key results of the Chi square test show that: 
- The value of the test statistic is 31.73 
- The corresponding p-value of the test statistic is p=0.002 
Since the  p-value is minor than our chosen significance level (p<0.05) we conclude that 
there isn’t statistical significance and the null hypothesis is rejected. There aren’t enough 
evidence to suggest that there is an association between “Beneficial for productivity” and 
























Valid Missing Total 
N Percent N Percent N Percent 
TechnologyFamiliarity * WillingnessToUse 99 99.0% 1 1.0% 100 100.0% 
 






































































































Chi-square tests.  
Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 18.51 9 .030 
Likelihood Ratio 14.80 9 .096 
Linear-by-Linear Association 9.07 1 .003 
N of Valid Cases 99   
 
     In this table we can see that investigating the correlation of the “level of familiarity” and 
the “willingness to use” gives us an output, which is on the verge of statistical significance: 
- The value of the test statistic is 28.22 
- The p-value of the test statistic is p=0.005 

































Valid Missing Total 
N Percent N Percent N Percent 
















 2.63% 5.26% 39.47% 52.63% 100.00% 
100.00% 66.67% 48.39% 31.25% 38.38% 
1.01% 2.02% 15.15% 20.20% 38.38% 
Usually .00 1.00 7.00 4.00 12.00 
 .00% 8.33% 58.33% 33.33% 100.00% 
 .00% 33.33% 22.58% 6.25% 12.12% 
 .00% 1.01% 7.07% 4.04% 12.12% 
Always .00 .00 .00 1.00 1.00 
 .00% .00% .00% 100.00% 100.00% 
 .00% .00% .00% 1.56% 1.01% 
 .00% .00% .00% 1.01% 1.01% 
Total 1.00 3.00 31.00 64.00 99.00 
 1.01% 3.03% 31.31% 64.65% 100.00% 
 100.00% 100.00% 100.00% 100.00% 100.00% 
 1.01% 3.03% 31.31% 64.65% 100.00% 
 
Chi-square tests. 
Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 19.71 12 .073 
Likelihood Ratio 25.41 12 .013 
Linear-by-Linear Association 11.33 1 .001 
N of Valid Cases 99   
 
    The table above shows that “social influence” has a pivotal role on the “willingness to 
use”. The key figures show that: 
- The value of the test statistic is 19.71 





In this case p>0.005, which means that there is statistical significance and for H3 the 
null hypothesis can’t be rejected. 
Summary. 
 Cases 
Valid Missing Total 
N Percent N Percent N Percent 













Never 1.00 .00 3.00 3.00 7.00 
 14.29% .00% 42.86% 42.86% 100.00% 
 100.00% .00% 9.68% 4.69% 7.07% 
 1.01% .00% 3.03% 3.03% 7.07% 
Rarely .00 1.00 7.00 3.00 11.00 
 .00% 9.09% 63.64% 27.27% 100.00% 
 .00% 33.33% 22.58% 4.69% 11.11% 
 .00% 1.01% 7.07% 3.03% 11.11% 
Sometimes .00 2.00 10.00 18.00 30.00 
 .00% 6.67% 33.33% 60.00% 100.00% 
 .00% 66.67% 32.26% 28.13% 30.30% 
 .00% 2.02% 10.10% 18.18% 30.30% 
Often .00 .00 11.00 33.00 44.00 
 .00% .00% 25.00% 75.00% 100.00% 
 .00% .00% 35.48% 51.56% 44.44% 
 .00% .00% 11.11% 33.33% 44.44% 
Aleays .00 .00 .00 7.00 7.00 
 .00% .00% .00% 100.00% 100.00% 
 .00% .00% .00% 10.94% 7.07% 
 .00% .00% .00% 7.07% 7.07% 
Total 1.00 3.00 31.00 64.00 99.00 
 1.01% 3.03% 31.31% 64.65% 100.00% 
 100.00% 100.00% 100.00% 100.00% 100.00% 








Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 29.38 12 .003 
Likelihood Ratio 24.34 12 .018 
Linear-by-Linear Association 15.36 1 .000 
N of Valid Cases 99   
 
 
    As for the perceived risk we can see that “safety of the data” is a crucial factor that influ-
ences the “willingness to use”. The key points are:  
- The value of the test statistic is 29.38 
- The p-value of the test statistic is p=0.003 
     With this output p>0.005, which means that there is statistical significance and therefore 
















Valid Missing Total 
N Percent N Percent N Percent 

















Not at all reliable .00 .00 1.00 .00 1.00 
 .00% .00% 100.00% .00% 100.00
% 
 .00% .00% 3.23% .00% 1.01% 
 .00% .00% 1.01% .00% 1.01% 
Relatively reliable 1.00 .00 1.00 .00 2.00 
 50.00% .00% 50.00% .00% 100.00
% 
 100.00% .00% 3.23% .00% 2.02% 
 1.01% .00% 1.01% .00% 2.02% 
Sometimes .00 3.00 12.00 13.00 28.00 
reliable      
 .00% 10.71% 42.86% 46.43% 100.00
% 
 .00% 100.00% 38.71% 20.31% 28.28% 
 .00% 3.03% 12.12% 13.13% 28.28% 
Quite reliable .00 .00 16.00 43.00 59.00 
 .00% .00% 27.12% 72.88% 100.00
% 
 .00% .00% 51.61% 67.19% 59.60% 
 .00% .00% 16.16% 43.43% 59.60% 
Always reliable .00 .00 1.00 8.00 9.00 
 .00% .00% 11.11% 88.89% 100.00
% 
 .00% .00% 3.23% 12.50% 9.09% 
 .00% .00% 1.01% 8.08% 9.09% 
Total 1.00 3.00 31.00 64.00 99.00 
 1.01% 3.03% 31.31% 64.65% 100.00
% 
 100.00% 100.00% 100.00% 100.00% 100.00
% 












Statistic Value df Asymp. Sig. (2-tailed) 
Pearson Chi-Square 65.35 12 .000 
Likelihood Ratio 26.30 12 .010 
Linear-by-Linear Association 18.29 1 .000 
N of Valid Cases 99   
 
    As for the perceived trust, the analysis of the cross-tabulation between “level of reliabil-
ity” and “willingness to use” shows that: 
- The value of the test statistic is 65.35 
- The p-value of the test statistic is p=0.000 
P<0.005 which reflects that there isn’t any statistical significance in this correlation. Thus, 




















Conclusions and limitations 
 
    The intention of the above study was to illustrate the factors that moderate electronic 
transactions and digital services, the degree of influence of these factors on users’ deci-
sions and the impact of the pandemic  on  consumers’ behavior. In addition, the study ana-
lyzes the effects of the pandemic on businesses and proposes measures to address and im-
prove their current status. Besides, it presents the available theoretical frameworks of 
analysis of self- service technologies. UTAUT extended version model was used as the pro-
posed theoretical framework. Based on the aforementioned model the study considered 
the importance and interconnection of several factors (technology, social influence, securi-
ty, personal related factors) in order to explain consumers’ behavior and intentions.  For 
this reason a questionnaire was designed and distributed through university email address-
es  to students and graduates of the faculty of E-business and Digital Marketing of the of 
the International Hellenic University. Τhe questionnaire was appropriately designed to 
gather the necessary data to meet the above objectives. The output of the research leads 
to important conclusions.  
    A major finding of the study is the role of performance expectancy and technology - re-
lated factors in predicting familiarity in the adoption of new technologies. Technology re-
lated factors are considered to be of great impact on customers’ behavior and intentions, 
especially when it is proven that the use of new technologies brings significant benefits to 
the user. Furthermore, the findings indicate that there isn’t any significance in technology – 
related factor and its influence on the willingness of consumers to use electronic transac-
tions in the future. These findings are contrary to the corresponding findings of previous 
research on SSTs (Bhatiasevi, 2016; Blut et al., 2016; Shaikh et al., 2018; Tan & Leby Lau, 
2016). Businesses that provide such services should focus on developing systems that max-
imize consumer benefit and minimize their costs and effort.  In addition, it is essential for 
businesses to adopt marketing campaigns that will educate consumers on the use of such 
technologies and inform about benefits such as easy and direct access, data security and 
optimization of services provided (Giovanis et al., 2019). 
    Social influence proves to be an equally important factor in the use of Self Service Tech-
nologies (Alalwan et al., 2017; Blut et al., 2016; Slade et al., 2015; Tan & Leby Lau, 2016). 
Findings show that consumer decisions are influenced to a greater or lesser extent by the 
social environment. This aspect should be taken into account by stakeholders and market-
ing managers, who should design campaigns that will create positive experiences and im-
pressions on their customers and encourage the sharing of these experiences through 





stories and promoting them through social media, thus increasing customer awareness and 
attracting new customers. 
    Data and transaction security is proving to be a crucial factor in the use of online trading 
services. It turns out that there is a negative correlation between this parameter and the 
behavior and intentions of consumers. It is important for businesses to take consumer 
feedback into account and create the right conditions to enhance customers' sense of secu-
rity. Businesses need to upgrade their security systems using the latest encryption technol-
ogy. In this context, incentives can be given to companies that invest in the security sector. 
These incentives could include joining a platform that would inform consumers in  a ranking 
about a company's certified security level. It is also important that this effort is communi-
cated to consumers in such a way, to persuade them to overcome their fears and doubts 
and increase the volume of their online transactions. Moreover, consumers need to be ed-
ucated  so that they can, up to a point, identify the risks and protect themselves. This is also 
going to lead to an increase in trust for the electronic transactions systems. 
    Familiarity proves to be an equally important personal factor that influences a consum-
er's decision to use e-commerce. Moreover, according to ECB data (Bank, 2019), Greece 
remains last among the 19 Eurozone countries and in 24th place in the overall ranking of 28 
European countries in terms of electronic payments per capita, ie payments made  through 
credit/debit cards, credit transfers, fixed payments or e-payments. This means that busi-
nesses should expand the range of services provided and make them even more accessible 
to amateur users and early adopters 
 
Limitations and suggestions for further research 
 
    The present study is subject to limitations that affect the final outcome and the pro-
posals made to address it. The pandemic is a current situation with a dynamic evolution 
and constant changes in the data and the way of dealing with them. At the health level, it is 
a challenge with unknown consequences and the same applies for the economics and 
commercial part. Many of the parameters used are constantly being reviewed. Due to the 
complex nature of the pandemic, many of the issues elaborated on this research might be 
in question in the future.  In addition, the study has a geographical limitation as it focuses 
on the effects of the pandemic on e-commerce in Thessaloniki, while the questionnaire was 
limited in terms of status as it was distributed exclusively to students of the International 
University of Greece. Also, some of the participants may not have answered honestly, thus 
influencing the outcome. At the same time, the study has a time limit, as it focuses on the 





ing to have a long-term research that would more broadly reflect the effects on e-
commerce and e-transactions. Furthermore, a global impact study could be conducted or 
this model could be tested in different countries, with different cultures and approaches 
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You are invited to participate in an online survey on "The effects of the Covid-19 
pandemic on electronic transactions in Thessaloniki". This is a research project 
being conducted by Dimitrios Patramanis, a student at the MSc program in E-
Business and Digital Marketing of International Hellenic University. It should 
take approximately 5 minutes to complete. Your participation in this survey is 
voluntary. Your responses may help us find valuable data on how crisis situa-
tions, such as the pandemic, are affecting the human - consumer psychology 
and the choice of consumers to buy online. I am kindly requesting you to answer 
with sincerity. I do not collect sensitive data such as name, email, IP address. 





Do you wish to participate? * 
 























Mark only one oval. 
 
18 - 25 
26 - 34 
35 - 44 








Mark only one oval. 
 
Intermediate  
High school  
Bachelor  











Mark only one oval. 
 
Public employee  









Monthly income (Euros) * 
 
Mark only one oval. 
 
0 - 500 
501 - 1000 








What is your experience of usage on e-transactions? * 
 
Mark only one oval. 
 
Less than one year 1 - 5 years 
6 - 10 years 









Which attributes of e-transactions do you value most? * 
Give up to 2 answers 
 
Tick all that apply. 
 
Quality of service  
Trust 
Technology used  










Rate your level of easiness on learning the e-transactions process * 
 
Mark only one oval. 
 
 
1 2 3 4 5 
 






Rate your current level of familiarity with e-transactions proccess * 
 
Mark only one oval. 
 
 
1 2 3 4 5 
 










E-transactions process is easy to use * 
 















E-transactions are useful for your daily routine * 
 











E-transactions are beneficial for your overall productivity * 
 
Mark only one oval. 
 















Other peoples’ opinions about using e-transactions affect your choice * 
 











Rate your level of influence from other peoples' opinion on e-transactions * 
 




1 2 3 4 5 
 









Rate your level of familiarity with the use of new technologies * 
 
Mark only one oval. 
 
 










What is the crucial factor for you to use new technologies in transactions? * 
Give up to 2 answers 
 
Tick all that apply. 
 
Perceived trust 
Perceived security  
Easy access 











I feel safe when providing personal data during an e-transaction * 
 










I am worried that other people may have access to my data/account when using e- trans-
actions * 








The COVID - 19 pandemics changed my intention on making e-transactions * 
 

















Rate the reliability of e-transactions systems * 
 
Mark only one oval. 
 
 
1 2 3 4 5 
 






Rate the security of e-transactions systems * 
 
Mark only one oval. 
 
 
1 2 3 4 5 
 









Intention to use 
 
 
Rate how willing are you to use e-transactions in the future * 
 
Mark only one oval. 
 
 





Not at all willing 
Quite willing 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
  
 
 
 
